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Executive Summary: 
 
As a market leader, GrameenPhone Ltd. is continuously coming up with new ideas 
regarding its products and services. Recently, the company is mainly focusing on the 
after sales services, non-voice services and the quality of all the services. Because, the 
company knows in near future, voice based services will reach to the maturity stage 
which will make the business growth constant to some extents. Hence, the company is 
trying to maintain the leading position by providing and maintaining the quality services. 
These attributes are working as a building block to increase GP’s service value. 
 
Hence through this internship report, I have tried to find the relationship between 
customer satisfaction and the service quality. Comprehensive information was taken from 
CSI (Customer Satisfaction Index) and SQA (Service Quality Assurance). The results of 
week-38 to week-45 were picked to analyze. MS Excel and various charts were used to 
analyze data. 
The analyzed information shows that there is a gap between customer satisfaction and the 
service quality provided by the customer managers. Though the GP subscribers are aware 
about GP services, but they are not fully satisfied with those services.  Most of them are 
dissatisfied because of the high call rate.  
Now making subscribers satisfied will be the great challenge for the company. GP has to 
build a quality service line through various services like providing information 
proactively to the customers. Increased customer satisfaction status will raise the service 
value of GP, increase subscribers usages rate result increase revenue for GP. Now 
Grameenphone Ltd. has to consider the GAP minimization and maintain alignment with 
service offering and service quality to maintain the target level of CSI. Otherwise, in the 
long run new services innovation will not give its ultimate success. 
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1. Introduction 
 
1.1 Background of the Report 
 
Grameenphone Ltd. started its journey on March 26, 1997 and since then it has become 
the largest mobile phone operator in the country. The company is continuously improving 
and offering new services to add value. Along with GSM features Grameenphone Ltd. is 
offering Value Added Services (VAS), Special services, Push Pull services (various 
information based services hrough sms)and after sales service services. 
 
Hence through this internship report, I have tried to find out the relationship between the 
CSI (Customer Service Index) with SQA (Service Quality Assurance) such as service 
quality of the customer service, proactive-ness and the selling ability of the customer 
managers etc. I tried to portray a picture of service quality of Grameenphone Ltd. and 
provide suggestion for further improvement. But continuous development of new product 
and service and selling of these services cannot simultaneously add value to the company 
like, if people do not understand why the product for and how they get benifited by using 
the product, the people would not buy the product or service. So, making subscribers 
satisfied by providing and selling GP services is the great challenge for the company. 
 
 
1.2 Objectives 
This report was designed to accomplish three objectives. From my point of view, these 
issues are very important to find out the gap between expectation and perception of the 
subscribers and to eliminate dissatisfaction. Through this study, I tried to attain the 
following objectives: 
(1) To find out the satisfaction level of Grameenphone subscribers. 
(2) To determine the current relationship between the customers and the customer 
managers who provided the services. 
1.3 Scope of the study 
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GP knows that in near future, it has to add something more to the regular services, so that 
the company will reach to the maturity stage which will make the business growth 
constant to some extents. So, non-voice and value added services would be the 
determining factor in future. For that reason, they are preparing the offers with many 
more new services for their subscribers. But, if the continuous development of the way of 
providing services can not simultaneously well accept by the subscribers then it will 
neither worth much to subscribers nor add value to the company. Because, most of the 
cusomers will not understand the usage and benefit of the new product or service untill 
they are informed and teach about that. So, it is very important to determine the 
acceptance level of the customers as we know the increased customer satisfaction status 
will raise the service value of GP, increase service status result increase revenue for GP. 
So, this research reflects the service acceptance level of the subscribers and will help to 
generate new ideas about future products and services along with proactively providing 
and selling of the services. 
 
 
1.4 Methodology 
 
The type of business research, which is used in this report, is of descriptive in nature. 
Through this descriptive research, the report determines the current status customer 
satisfaction level and the service quality of Grameenphone Ld. 
 
I have used both primary and secondary data in this research. I collected raw values of 
different service attributes of different members of a particular group (Consumer Group) 
for primary data collection. I had conversation with my supervisor about the report and 
got the information regarding from where to collect the necessary data. To provide the 
information from CSI (Customer Satisfaction Index) report and SQA (Service Quality 
Assurance), I had to mail to the Resource Management department and Human Resource 
department to get the permission. My supervisor also had to approve for this report which 
is based on CSI (Customer Satisfaction Index) and SQA (Service Quality Assurance). 
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I have also used printed reports available at SQA, CSI, annual reports, leaflets, brochures 
and the official web site as the sources of secondary data. I took the value of only a 
particular week as CSI data.  
 
I have compiled the processed and collected information with the aid of various charts or 
graphs of MS Word.  
 
 
 
1.5 Limitations of the study  
 
¾ There were some limitations of access to information, which are strictly 
confidential for the company. 
 
¾ All the information has to be approved by my supervisor which became time 
consuming for doing the report.  
 
¾ Last but not the least; it won’t be possible to obtain 100% accurate data since the 
report was done on a set of sample, not the entire population like I have used the 
SQA (Service Quality Assurance) information the members of a particular group 
(consumer group) not the entire members of customer service but the CSI report 
are based on each and every members. The correlation value (0.19794133) given 
as appendix-5, indicates that though I have taken the attributes of only a portion 
of the whole customer servicce which is minor but it has some impact on the 
customer satisfaction index.  
 
 
 
2. Profile of the organization  
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Grameenphone Limited (Company at a Glance) 
 
Type:    Limited 
Founded: 1997 
Head office: Celebration Point, Road # 113 A, Plot 3 & 5, Gulshan, Dhaka,  
                        Bangladesh 
CEO:            Oddvar Hesjedal 
Industry: Telecommunication 
Revenue: BDT 1,628 crore                   [As of second quarter of 2009, Public                      
                                                               Relations Department, Grameenphone Ltd.] 
Employees: 5052    (approximately)                                      [As per HR concerns] 
Website:    www.grameenphone.com
 
Grameenphone is a GSM-based cellular operator in Bangladesh. Grameenphone started 
operations on March 26, 1997. It is partly owned by Telenor and Grameen Telecom. The 
technology used by GP “GSM technology” is the most widely, accepted digital system in 
the world, currently used by over 300 million people in 150 countries.  
 
Grameenphone Ltd. changed its logo on the 16th of November, 2006 to match its parent 
company Telenor's logo. According to GP the new logo symbolizes trust, reliability, 
quality and constant progress. 
 
Grameenphone Ltd. is the largest mobile phone company in Bangladesh with 22 million 
customers as of 30 September 2009. It is also one of the fastest growing cellular 
telephone networks in Bangladesh. Grameenphone has built the largest cellular network 
in the country with over 10,000 base stations (as per information taken from IT) in more 
than 5700 locations. At present, nearly 98% of the country's population is within the 
coverage area of the Grameenphone network. 
 
Grameenphone has been approved for its initial public offering (IPO) by the Securities 
and Exchange Commission (SEC) of Bangladesh on 24 August 2009.  
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GP is best known for its service rather than its low tariff and value added services. GP 
believes in service, a service that leads to good business and good development. 
 
 
 
2.1 Historical background of the company: 
 
Grameenphone Ltd. got its license in 28th November 
1996 by the ministry of Posts and 
Telecommunications before that only City Cell had 
this license. GP gradually covered the entire country 
and after roughly twelve years of operation, GP has 
managed to get a subscriber base of 22 million. It 
seems that GP is playing a dual-purpose role towards the Bangladeshi society. First and 
foremost is its profit objective. Its aim is to receive an economic return on its investments 
and to contribute to the economic development of Bangladesh where telecommunications 
can play a critical role.  
 
Grameenphone Ltd. has been recognized for building a quality network with the widest 
coverage across the country while offering innovative products and services and 
committed after-sales service. 
 
 
 
 
 
 
2.2 Market Share: 
 
In Bangladesh in the area of telecommunication sector Grameenphone Limited is the 
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leading mobile phone company. There are total six mobile operators in this country. 
Among them Grameenphone Ltd. holds a market share of 44% as of 30 September 2009. 
The other operators and their market share according to the BTRC data as at 30 
September 2009 are: Banglalink (with a market share of 24%), Aktel (with a market 
share of 21%), Warid (with a market share of 5%), Citycell (with a market share of 4%) 
and Teletalk (with a market share of 2%).  
 
Citycell
4%
Teletalk 
2%
Banglalink
24%
Grameenpho
ne
44%
Aktel
21% Warid 
5%
Grameenphon
e
Banglalink
Aktel
Warid 
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2.3 Vision 
Company’s vision is simple:  
“We're here to help.”  
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That means we exist to help our customers get the full benefit of communications 
services in their daily lives.  
 
In Grameenphone this defines;  
 
¾ Make things simpler for our customers 
¾ Continue innovation 
¾ Provide full communication solution 
¾ Continue as a partner in development for Bangladesh 
 
 
 
2.4 Mission of the company  
Grameenphone’s mission is;  
“We will lead the industry and exceed customer expectations by providing the 
bestwieless services, making life and business easier.” 
 
 
2.5 Strategy 
Grameenphone's basic strategy is coverage of both urban and rural areas. In contrast to 
the "island" strategy followed by some companies, which involves connecting isolated 
islands of urban coverage through transmission links, Grameenphone builds continuous 
coverage, cell after cell. This strategy actually indicates that every single person will have 
a cell phone connection. 
 
While the intensity of coverage may vary from area to area depending on market 
conditions, the basic strategy of cell-to-cell coverage is applied throughout 
Grameenphone's network. 
2.6 Objectives of the company  
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Grameenphone has a dual purpose to receive an economic return on its investments and 
to contribute to the economic development of Bangladesh where telecommunications can 
play a critical role. This is why Grameenphone, in collaboration with Grameen Bank and 
Grameen Telecom, is aiming to place one phone in each village to contribute 
significantly to the economic benefit of the poor. The other objectives of the company 
are; 
 
 
 It wants to provide all its employees with challenging and rewarding work,  
            satisfying working conditions, and opportunities for personal     
        development, advancement and competitive compensation. 
 It wants to capture bigger market share. 
 It wants to achieve low operating costs. 
 It wants to offer broader and more attractive research for its products. 
 It wants to enhance the satisfaction of its consumers. 
Telenor  
 
 
 
 
 
 
 
 
 
 
 
2.7 The Shareholders  
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Telenor (62%) is the state-owned Telecommunications Company in Norway, a country 
                                             
8%) is a not-for-profit organization and a sister con
with one of the highest mobile phone densities in the world. Telenor has played a 
pioneering role in development of cellular communications, particularly, but not 
exclusively, GSM technology. In addition to Norway and Bangladesh, Telenor owns 
GSM companies in Portugal, Denmark, Greece, Austria, Hungary, Russia, Ukraine, and 
Montenegro, Thailand and in Malaysia. Telenor is using the expertise it has gained in its 
home and international markets and putting it to use in an emerging market such as 
Bangladesh. Telenor has many alliances in other countries, bringing experience and 
competence, both technological and business, to ventures such as GrameenPhone. 
Telenor has opened a regional Asia office in Singapore, an expansion that emphasizes its 
‘No Barriers motto. 
 
 
Grameen Telecom 
Grameen Telecom (3 cern of Grameen 
Bank, the internationally recognized bank for the poor with an expansive rural network 
and extensive understanding of the economic needs of the rural population. Grameen 
Telecom, with the help of Grameen Bank, administers the Village Phone services to the 
villagers and trains the operators as well as handles all service-related issues. Grameen 
Bank covers 40,486 villages, or 60 percent of rural Bangladesh through its 1175 bank 
branches. Grameen Telecom’s objectives are to provide easy access to telephones in rural 
Bangladesh, introduce a new income-generating source for villagers, bring the 
Information Revolution to villages and prove that telecommunications can serve as a 
weapon against poverty. 
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Share Holding structure
62%
38%
Telenor Grameen Telecom
 
 
 
2.8 Social Responsibility by GP: 
 
As a socially responsible company, Grameenphone Ltd. actively participated for the 
development of cricket in the country, especially for the youth development program of 
cricket. Grameenphone has entered into an agreement to sponsor the Bangladesh National 
Cricket Team. 
GP was also the only company from Bangladesh, which worked for the development of 
primary education under the auspices of UNICEF. When called upon, Grameenphone 
also rendered cooperation to a number of cultural activities, with emphasis on children’s 
development. Grameenphone Ltd. has an orphanage project.  The orphanage is situated at 
Vatara Bazar, Baridhara, Dhaka. At present 75 children are residing there. Twenty five 
staff are employed for overall look after of the children. This project is funded by 
Telenor, the major(51%) share holder of GP.  
 
To create awareness against deadly diseases like dengue, Swine Flue, Asthma, GP has 
published articles dealing with the preventive and protective measure of these diseases in 
their monthly newsletter and in form of booklets. GP has also provided in field and in 
house training to create awareness among people of different classes of society. GP uses 
its sources in its regional offices in Chittagong, Rajshahi, Khulna And Sylhet to create 
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awareness against this disease in those cities. For example, with collaboration to Dhaka 
City Corporation GP has sprayed aerosol for destroying mosquito in different areas. GP 
has sponsored Cleanliness programs in its own locality and in slam areas of Gulshan to 
prevent the breeding of mosquitoes and for healthy environment. 
 
Grameenphone HSE team has worked extensively to create awareness about personal & 
community health & hygiene. Each year GP arranges a yearly HSE (Health, Safety & 
Environment) week. One of the regular programs of HSE week is blood donation camp in 
GP Head office & regional offices. Moreover round the year GP helps in arranging 
voluntary Blood Donation camps and works through seminars and camps to produce 
awareness between mass people about blood donation. GP maintains a database 
containing the information about blood groups of all the employees. When any employee 
or his family or friend needs blood, he can contact HSE personnel and get contacted with 
the persons having the required blood group. 
 
 
2.9 Numbering Scheme: 
 
The numbering scheme used by Grameenphone for its subscribers is; 
“+880 17 nnnnnnnn.”  
 
After having 1 million total subscribers GP added 1 to their number scheme like +880 
171 nnnnnnn. Previously the starting 5 digits showed the product types like 01717 for 
djuice, 01715 for prepaid (smile), 01714 for postpaid etc. But now this is not mandatory 
that a particular product must have a particular serial of number like 01713 can be both 
for prepaid and postpaid number. 
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2.10 Products and Services: 
 
Grameenphone offers subscription in two categories, Prepaid Subscription and Postpaid 
Subscription. Here I have mentioned only the names of the product, the tariff plan and the 
services are included in the apendix. 
 
Prepaid subscriptions are 4 subscriptions are types. The first 
one is Smile which has nationwide and international mobile 
and land line connectivity. The second one is Djuice, a youth 
based mobile to mobile connectivity within Bangladesh. Now 
it has also the international connectivity. Another one is 
Business Solution which is for the SME companies. One has to show trade license to buy 
this kind of product. And the last one is Internet Sim (prepaid) which can be only used for 
internet and sms service. 
 
On the other hand postpaid subscriptions are 3 are types. The  
first one is Xplore through which one can get nationwide and  
international mobile and landline connectivity. But it has a particular credit limit for 
usages exceeding which the connection will become disconnected and the user has to pay 
the dues to connect it again. It has a specific bill date. The second one is Business 
Solution which is only for the corporate clients. And the last one is Internet Sim 
(postpaid). It is very much like the prepaid one, the only differentiation is that it has a 
particular bill date and the unlimited internet can be used through his product. 
 
Grameenphone also offers different value-added services (VAS) including such as 
EDGE, International Roaming, Welcome Tune, Miss Call Alert (MCA), Health Line 
(789), Voice SMS, BULL, E-bill [Post-paid] etc. 
 
All the features and pricing of the products are given in the appendix-2 and appendix-3. 
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3. CSI and SQA: 
 
Customer satisfaction is the extent to which a product or service’s perceived performance 
matches a buyer’s expectations. If the product or service’s performance falls short of 
expectations, the buyer is dissatisfied. If performance matches or exceeds expectations, 
the buyer is satisfied or delighted.  
 
Today’s most successful companies are rising expectations—and delivering performance 
to match. Such companies track their customers’ expectations, perceived company 
performance, and customer satisfaction. Highly satisfied customers produce several 
benefits for the company. Satisfied customers are fewer prices sensitive, remain 
customers for a longer period, and talk favorably to others about the company and its 
products & services. 
 
Now-a-days most of the companies are trying to enrich the satisfaction level of the 
customers. A company can always increase customer satisfaction by lowering its price 
increasing its services, but it may result in lower profits. That is the point where the term 
“Service Quality” comes in front. 
 
Service Quality is services that is consistent with customer expectations and stated 
obligation. Service quality defines all the related customer services including customer 
care, customer expectations, and performance of the service provider, values or various 
after sales services.  
 
In this report I have tried to identify the relationship between CS (Customer Satisfaction) 
and SQ (Service Quality) of Grameenphone Ltd. based on the information collected from 
CSI (Customer Satisfaction Index) and SQA (Service Quality Assurance) report.  
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3.1 Customer Satisfaction Factors of Grameenphone 
 
Grameen Phone is a highly growing mobile company. In mobile telecommunication 
industry, there are direct and indirect factors that influence customer satisfaction. I tried 
to focus on the most important factors that influence customer satisfaction at 
Grameenphone.  
 
Currently after sales services is one of the very important factors in the mobile 
telecommunication industry. Grameenphone has extensive after sales customer care tools 
such as Airtime which is the core offering of Grameenphone. So, quality of 
communication, network availability etc. are the most important customer satisfaction 
factors. Another important factor is the Hotline (121). The centralized Call Management 
Center in Dhaka is managed by trained professionals and open round-the-clock, 
responding to subscribers’ queries from all over the country where Grameenphone has its 
coverage. Interactive Voice Response (IVR) is a newly introduced service by 
Grameenphone Ltd. This is an automated hotline service. A Grameenphone subscriber 
needs to dial 121 to reach this service. After that she/he can get information regarding 
bill, usage, credit policy, bank name that receives GP’s bill, FnF procedure, Edge 
Procedure and so on by choosing different options.  
 
Grameenphone Centre (GPC) is working with the aim to provide all kinds of mobile 
phone related services to its subscribers. Grameenphone Centers are open from 09:00 
AM to 08:00 PM everyday. Grameenphone Service Desk (GPSD) provides service at the 
rural and remote areas. Complaint Management deals with all sorts of written complain 
received through fax, letter by post and e-mail. In Outbound Calling Center employees 
are responsible to call back the subscriber to get feedback about the service quality. One 
of the major responsibilities of the unit is to identify all the dissatisfied customer and try 
to bring them back so that they stay with Grameenphone. The Corporate Customer Center 
aims to provide quality customer service to the country’s preferential business customers.  
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3.2 Service Quality Factors of Grameenphone 
 
As like customer satisfaction level, the service quality is also based on some factors. The 
SQA (Service Quality Assurance) team does their work focusing on some specific 
factors, which carry some numerical values. These values carry individual marking for 
particular calls. These calls are randomly picking by the SQA team members. The factors 
are such as Proper Greeting, which is specific and must for a customer manager (CM). 
The specific greeting is “Good morning/afternoon/evening. X speaking, how may I help 
u?” Here the customer manager has to provide his/her name clearly. Actively listening to 
the subscriber carries some more marks and helped the CM to identify the problem of the 
subscriber. It is always inspired not to interrupt in the middle of the speech of the 
customer. The CM has to ask Relevant questions which shows how much the CM is 
focusing on the problem stated by the customer and whether CM has understood the 
problem or not and then has to provide the solution. Inform proactively regarding means 
selling a particular product or service to a customer though he/she might not look for it. If 
the CM activates any service then it also brings some values and increases the SQA 
marks. 
 
The other attributes focused to measure the SQA are tonality and decency in language, 
enthusiasm, patience of the customer manager and respect to the customers. For example, 
even though the customer is wrong, the CM cannot speak anything sounds rude. In that 
case the customer manager has to keep patience and tell the subscriber politely. Speaking 
with a proper pronunciation helps subscribers to get the correct information. Along with 
pronunciation basic knowledge on product and services and basic knowledge on service 
delivery process are also counted for measuring the SQA. 
 
As like the welcome greeting, there is a specific closing for the customer managers like 
before closing the CM has to ask “Sir/Madam Is there any other way I can help you?” 
and then the CM has to say “Thank you for staying with us. Have a nice time” 
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3.3 Relationship between CSI and SQA: 
 
To show the relationship between CSI and SQA, I have taken the CSI data of week-38 to 
week-45. That means the date of taken information is from September 7-13 to November 
2-9, 2009.  
 
On the other hand the information of SQA has been taken of the same dates, so that a 
relationship can be found out. 
 
The taken information of both CSI and SQA are mentioned in the Appendix-1. 
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4. Findings of the research: 
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Now from Chart-1, we can find that in week-38 CSI was 89% and this value continue till 
week-40. In that period of time SQA was 75.35, 77.67 and 77.10. CSI started incrising 
from week-41 and became 90%. In this week SQA was 78.72. That means SQA increases 
along with CSI in that particular week. Then CSI became 91% from week-42 to week-45. 
Here the CSI remained same but SQA increases and became 75.45, 77.55, 77.20 and 79. 
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Here Chart-2 indicates the increasing and decreasing of the values. It shows that though 
CSI increase from 90% to 91% in the week-41 to week-42 but in that case SQA decreases 
from  78.72 to 75.45. That means it is not must that if CSI increases, SQA has to be 
increased. Again we can find that CSI remained stable from week-43 (91%) to week-45 
(91%) but SQA flactuates here anad become 79.   
 
One thing has to be mentioned that overall the target CSI for Grameenphone Customer 
Service was 85% and in case of SQA the target was 78.  
 
This reaserch described that the subscribers of Grameenphone are not satisfied and that is 
why the CSI flactuates. Again the SQA is also below the target in week-38 to week-40. 
This SQA or service quality of the customer service also has flactuations. So from the 
overall view, we can say that Grameenphone has to take proper and accurate steps to 
come-up with higher satisfaction level of the subscribers.   
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Recommendation: 
 
GP has all the potentials to grow up by utilizing their full capacity. In order to succeed 
and grow, GP must be able to adapt to the constantly changing surrounding environment. 
The following factors are to be taken care of greatly in this area: 
 
9 Product innovation capability; for comming-up with more new and inovative 
product services like 3G option. 
 
9 Low-cost production efficiency; so that the product and service price become 
lower along with quality. 
 
9 Use EDGE as vital weapon; to sustain as the market leader in future.  
 
 
9 Strong network of wholesale distributors/dealers; to make the delivery process 
faster so that the local stores won’t become out of the product. 
 
9 Fast, accurate technical assistance; to provide faster and quality after salse  
service 
 
9 Favorable image/reputation with buyers; to make the cost lower and provide 
convenient locations to the buyers. 
 
 
Among all the given strategies, application of a combined effort will help the most I 
believe. As Grameenphone concentrated a lot on their customer-base, the company 
should try to make its customers a vigor weapon to fight against any difficulty it faces. 
Along with changing the structural system, by adapting to newer and taxing 
revolutionize, GP can achieve success ahead of its competitors. 
 
 
 
 
 
 
 25
 26
Conclusion 
 
From Grameenphone’s view, it believes Excellency in its service towards its subscribers. 
It is growing and at the same time being competitive. To keep up this upward trend and 
leading position absolute dedication to understanding and fulfilling their customer needs 
with the appropriate mix of standard service, reliability, improved technology and skilled 
as well as dedicated manpower is necessary.  
 
I would like to conclude by restating the topic of my report, which is, “Relationship 
among CSI (Customer Satisfaction Index) and SQA (Service Quality Assurance)”. From 
the analysis of the various information and charts, it is clear that GP’s subscribers are not 
satisfied with different services of the company. As a result the satisfaction level of the 
customers flactuates. My observations make me believe that if Grameenphone follows 
these recommendations; it will enable them to achieve a sustainable distinct competitive 
advantage and to run smoothly with loyal subscribers & market leadership.  
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Appendix: 
Appendix-1 
 
Service Quality Assurance 
Date Agent Name  No. of Session 
Average 
Score Detail Score  Comments 
2009-11-17 Arman Hossain  1  82.80  Click Here Click Here
2009-11-17 Asif Iqbal Chowdhury  1  84.90  Click Here Click Here
2009-11-17 Farzana Chowdhury  1  80.10  Click Here Click Here
2009-11-17 Md. Salehin Khan  2  76.60  Click Here Click Here
2009-11-17 Mehran Hossain  1  84.90  Click Here Click Here
2009-11-17 Muhammad Ali Baker  1  80.10  Click Here Click Here
2009-11-17 Rashed Sarwar  1  71.40  Click Here Click Here
2009-11-17 Rubayet Ahmed  2  72.60  Click Here Click Here
2009-11-17 Samia Husna  1  76.90  Click Here Click Here
 
 
 
Detail score of - Farzana Chowdhury - (2009-11-17) 
1.a. ProperGreeting 100.0%
1.b. Clearly mentioned name 100.0%
2.a. Actively Listen to the subscriber 83.3%
3.a.1. Relevant questions asked 100.0%
4.a.1. Inform Subscriber regarding the 
proactive selling 
0.0%
4.b.1. Activation by the CM 0.0%
5.a. Tonality & Decency in language 80.0%
5.b. Enthusiasm 80.0%
5.c. Patience 80.0%
5.d. Respectful to the Subscriber 80.0%
5.e. Pronounciation 80.0%
6.a. Basic Knowledge on Product & Services 80.0%
6.b. Basic Knowledge on Service Delivery 
Process 
80.0%
7.a. Closing the conversation Properly 100.0%
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